Marketing research of consumer preferences of consumers when purchasing various groups of food products are conducted, the factors affecting respondents when purchasing food products are studied. It is established that the consumer in its daily diet takes 10.5 % of bakery products; 7.1 % cereals and soups based on cereals and legumes. 9.5 % of respondents consume confectionery for breakfast and during snacks, and 6.2 % consume sweets. Meat is consumed daily by 5.8 % of respondents. Products based on meat -10.7 %. 8.1 % of respondents consume fish daily and fish-based products 3.1 %. 5.9 % consume milk every day, and milk-based products -10.2 % of respondents. 12.8 and 10.1 % of the daily diet of respondents are vegetables and fruits (respectively). It is established that the recommended consumption norms are exceeded for such food groups as sweets, meat-based products, and confectionery. Diet within the norm for the consumption of bakery products, milk, fish and fish-based products. Inadequate consumption of cereals, legumes, meat, fruits. Based on the results, it is determined that the consumer prefers food products that have a pleasant (familiar) taste, without harmful, unnatural substances, high nutritional value at a low price. The studies are useful for specialists in food industry who work and developnew foods and diets.
Introduction
The nutrition of a modern person determines its state of health, affects the quality and life expectancy. Due to the rational consumption of various food groups, it is possible to significantly reduce the risk of cardiovascular, iodine-deficient diseases, diabetes and cancer, that is, the most dangerous diseases [1] . Dietary diets should include various groups of food products that are carriers of vitamins, minerals, dietary fiber, protein, amino acids and other substances [2, 3] . The growing "army" of healthy food fans confirms the relevance of this direction [4] , but the success of various food groups in the market depends on how much the manufacturer has previously taken into account the needs of the consumer [5] .
When conducting a literary analysis, it is established that research on consumer preferences for the purchase of various groups of food products is insufficiently covered in scientific works, the factors affecting respondents when they are purchased are poorly studied, therefore this complex of studies is relevant.
Recently, issues related to the production of competitive goods, which could be implemented in European countries and would meet generally accepted standards, have gained popularity [6] . Creating a high-quality product must begin with marketing research to identify consumer motivation and preferences [7] . Identification of customer needs will lead to the development of a product that, in terms of its consumer properties and economic indicators, will satisfy the consumer [8] . The food market of Ukraine is insufficiently provided with products of various food groups, and products for special dietary consumption are extremely in demand [9] .
The aim of research is determination of the consumer preferences of the upper food groups. 
Materials and Methods
In the course of the study, an expert method of consumer survey is used [10] , a questionnaire is developed for the survey, consisting of information blocks aimed at solving the following problems: study of consumer preferences when buying various food groups; study of factors influencing respondents when they purchase.
The studies are carried out in the form of a test survey by means of a questionnaire and by using an Internet resource (filling out a questionnaire in the social network of face book and instagram). The survey involves 600 people. The distribution of respondents is as follows: depending on the gender -45 % of males, 55 % of females. According to age, the respondents are distributed as follows: 29 % of respondents from 7 to 18 years old, 18 % of respondents from 18 to 25 years old; 31 % of respondents from 25 to 49 years old; 22 % of respondents 50 years or more. Depending on the level of education: with higher education -50 %, incomplete secondary -29 %, with secondary -21 %. By occupation, the sample includes teachers -8 %; workers -9 %; employees -10 %; pensioners -22 %; students and schoolchildren -30 %; entrepreneurs -15 %. The share of unemployed (unemployed, housewives) is 4 %. Another occupation is indicated by 2 % of respondents.
1. Study of consumer preferences regarding choices when purchasing various food groups
The study of consumer preferences regarding the choice when buying various groups of food products is shown in Table 1 .
It is found that most consumers in their daily diet consume 10.5 % of bakery products (bread) 7.1 % consume cereals and soups based on cereals; 9.5 % of respondents at breakfast and during snacks consume confectionery, and 6.2 % sweets (cakes, chocolate, sweets). Meat is consumed daily by 5.8 % of respondents, but the consumption of meat-based products is almost doubled and amounts to 10.7 %. 8.1 % of respondents consume fish daily, and fish-based products 3.1 %. 5.9 % consume milk every day, and milk-based products consume 10.2 % of the diet. 12.8 and 10.1 % of the daily diet are vegetables and fruits (respectively). 
The factors affecting respondents when purchasing food products
During the study, it is necessary to determine consumer properties, to which the potential consumer pays attention in the first place. Fig. 1 shows the factors affecting respondents when purchasing food.
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Fig. 1. Factors affecting respondents when purchasing food
It is found that respondents when choosing food products primarily pay attention to the taste of the product -19 %, composition and safety -18 %, price -14 %. Also, a modern consumer is guided by such criteria as nutritional value (10 %), shelf life (11 %), the presence of preventive properties of 6 %.
Results and Discussion
Each group of food products is a carrier of substances that affect the functioning of the human body while maintaining its health. Nutritionists believe that for the normal functioning of the human body, it is necessary to consume a variety of food groups, among which vegetables and fruits should be dominant, as carriers of vitamins, minerals, dietary fiber. Meat, fish and legumes, as carriers of protein, amino acids, healthy fats. Bakery products as carriers of carbohydrates -the main source of enenria. Studying consumer preferences when buying various food groups, it is established (Table 1) that the modern consumer in its daily diet significantly exceeds the recommended consumption rates for the most immediate food groups: sweets (620 % of the covered recommended consumption (CRC) coverage), products based on m meat (various sausages, sausages, % CRC -538), confectionery (% CRC -316). Milk-based products (milk pudding, yogurt, fermented baked milk, % CRC -255). The daily diets of the respondents are almost within the norm for the consumption of bakery products, milk, fish and fish-based products (% CRC -87.5; 118; 81 and 103, respectively). Inadequate consumption among food groups such as cereals and legumes (% CRC 71), vegetables (% CRC 64), meat (% CRC 58), fruits (% CRC 51).
Studying the factors that influence respondents when buying food ( Fig. 1) , it is found that taste dominates -19 %, composition and safety -18 %, price, the lower the better -14 %. The consumer pays attention to nutritional value, shelf life, the presence of preventive (health) properties -10; 11; 6 % respectively. For 8 % of respondents, a manufacturer or a trademark that has a certain authority on the rin is important. The shape and design, its weight and calorie content of 5, 3, 5 %, respectively, have almost no effect on the choice when buying food products. It is established that the consumer prefers food products that have a pleasant familiar taste, without harmful, unnatural substances, of increased nutritional value at a low price.
Conclusions
1. Having analyzed consumer preferences regarding the choice when buying various groups of food products, it is found that 12.8 % of consumers daily try vegetables 12.8 % and fruits 10.1 %, which makes them products of mass consumption. During the survey, it is noted that the consumer is interested in the caloric content of the consumed products of its vitamin and mineral composition, and in-depth knowledge of the rules of healthy eating. The next group of products by frequency of consumption is meat-based products (10.7 %). Raw meat, or 5.8 % buy it as a semi-finished product. The significant difference between related groups can be explained by the readiness of the product for use, which does not require time-consuming preparation of the dish. The consumer prefers cooked, boiled-smoked sausages and meat pastes. 10.5 % of consumers daily try bakery prod- Economics, Econometrics and Finance ucts, and 9.5 % confectionery products, explaining their choice by the fact that bakery and counter products quickly saturate the body with energy. Milk-based products consume 10.2 % daily, mainly drinking and edible yogurts, kefir, dairy products with a high content of bifidobacteria and lacto bacteria. Only 5.9 % is preferred to native milk, explaining their choice with the lactose content, the content of which [11] in native milk is more than 2 % per 100 ml (compared to fermented milk products 0.2 %). Lactose is capable of leading to purulent rashes on faces, flatulence, and 60 % of the population aged 55+ generally has lactose intolerance [12] . 8.1 % of respondents consume fish daily, pay attention to the price, which is quite high for this group of goods, and fish-based products consume only 3.1 %. Products such as "Crab sticks", the consumer causes distrust and doubts about the content of fish in them. 7.1 % of respondents consume cereals and soups based on cereals and legumes, and 6.2 % use sweets. 2. Having determined consumer preferences and factors influencing respondents when purchasing food products, it is found that food products with high palatability (19 %) have advantages. The composition has a significant effect on the purchase of various groups of products; it must be natural, without preservatives and sentimental dyes. The modern consumer is guided by such criteria as nutritional value (10 %), shelf life (11 %), the presence of health-improving properties 6 %. Prefers products at a low price.
